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The WRC's Promotional Value Located in Paris' biggest square, between the Champs-Élysées to the west and the Tuileries Gardens to the east and decorated with a giant obelisk originally from Egypt, the FIA headquarters at 8 Place de la Concorde is a blend of cosmopolitan flair and gallic effortlessness. Standing among Japanese tourists and relaxed construction workers having a cigarette break, it is hard for me to imagine the frantic activity that must have gone on behind the glass doors in the aftermath of the Antonov affair in 2011-12. 1 The consensus in the larger WRC community seemed to be that they had failed big time; first, for having allowed the Antonov affair to happen (even the tiniest inspection of his past would have raised an eyebrow or two), second, for not taking care of the crisis properly, and third, for the reason that underlay the other two: not running the WRC as a business. Rasmus Bjerén, previously project manager at Rally Sweden, was one of the most critical voices:
It's the fact that they [the FIA] show everyone that they are willing to really do the thing that most people probably feared but thought were totally impossible. To let all the championship sponsors, manufacturers, team sponsors, drivers' sponsors and everyone else that are spending their money on the World Rally Championship down. The one single value that makes the WRC exist is the promotional value, where speed meets skills that meets rough circumstances and mixes up into action and adrenaline enough to glue people in front of their TVs, computers, magazines and phones just to follow it. No investor cares about speed, skills, circumstances, action or adrenaline after all. They care about the money. And no exposure, no money. (Bjerén, 2012) The WRC's Promotional Value 209 I agree with Bjerén that 'the promotional value' of WRC is crucial. Yet, the WRC's quintessential nature, like that of any sport, is at risk when it commercializes itself to maintain or expand its market share in the experience economy -also known as the paradox of commercialization (Smith and Stewart, 2013, p. 534) . For these reasons, I addressed the following research question in Chapter 1: how can we combine the traditional elements that according to the traditionalists once made rallying great with the commercial concerns of today's modernists who fear that a beloved sport will end up bankrupt? In this book, I have argued that we need to reconsider the content of the WRC's promotional value in order to better understand what there is to promote in the first place -its sporting identity. Based on ethnographic fieldwork, I would argue that a narrative inquiry of the ways participants, fans and other stakeholders in the WRC experience and convey their impressions of the sport across its community has given us some answers on how to overcome the paradox of commercialism. In this final chapter, I assemble the arguments as to why this is the case.
A positive nostalgia
To some extent, my exploration of the WRC has shown that the polarity between 'traditionalists' and 'modernists' that gave this book a starting point is real -but to choose sides will do the sport no good. As neither of the groups will go away, it is more a question of how their respective strengths can be combined for the sake of an increasingly 'glocal' championship. My suggestion has been an interpretation of the WRC as a symbolic community. To a lesser degree than religious, territorial or ethnic boundaries, which are often used to mark off the limits of a community through political institutions, a symbolic community 'existing in the minds of the beholders' (Cohen, 1985, p. 12) where, in the WRC's case, integration or disintegration is an effect of its narrative constitution of identity. Within this temporally invoked, transnational and translocal community, a positive nostalgia is found to be of major importance. In many ways, this discovery generally resembles a famous quote by American psychiatrist Elihu S. Howland: 'Nostalgia can be a real inspirational stimulant: and also one of the deadliest of all poisons' (Howland, 1962, p. 198) . Through considering views and the use of media coverage, place, spectator culture, cars and drivers, the previous chapters have exemplified that a positive nostalgia makes sense of the entire history of the WRC because it is part of 'the process of creating and establishing a sporting heritage', as two researchers conclude, while
